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Abstract: In the mass consumption society, the needs and consumption of sports tend to diversify 
and hierarchical. By using the method of literature, logical analysis, we conclude popular sports 
consumption can not only make us healthy and have a mental and physical pleasure, but also it is a 
symbol of status and show us the taste and the identity of the consumer. So the different choice in 
sports have different cultural symbol. This paper analyzes the different cultural symbol result of 
sports good and sports option, and also shows the influence factor is the impact of mass media 
advertising as well as the role model of reference group and economic condition. 
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4  影响体育符号消费的因素 
体育消费作为现代消费社会的重要组成部分，一方面
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